On: 31 January 2016
Access Details: [Online: 2383-9694, Subscription: 1226-9263]
Publisher Korea Distribution Association

Editorial office: School of Business, Sungkyunkwan University, Jongno-gu, Seoul, South Korea

(o]
S50+
Journal of Channel and Retailing

Journal of Channel and Retailing
Publication details, including instructions for authors
and subscription information:
http://www.kodia.or.kr/

=8

“Determinants of Strategic Joint Action Between
Manufacturer and Retailer: The Role of Mutual
Specific Investment” &t==2

Bumesie Ho-Taek Yi *, Seong Goo Ji””

a. Assistant Professor of Marketing, Keimyung University

b. Associate Professor, Hanbat National University
Online publication date: 31 January 2016

To cite this Article: Ho-Taek Yi and Seong Goo Ji (2016) ‘Determinants of Strategic Joint Action Between

Manufacturer and Retailer : The Role of Mutual Specific Investment’, Journal of Channel and Retailing, 21(1):
81-101.

To link to this Article: 10. 17657/jcr.2016.01.31.4

PLEASE SCROLL DOWN FOR ARTICLE
This article may be used for research, teaching and private study purposes. Any
substantial or systematic reproduction, re-distribution, re-selling, loan or sub-
licensing, systematic supply or distribution in any form to anyone is expressly forbidden.
The publisher does not give any warranty express or implied or make any representation
that the contents will be complete or accurate or up to date. The accuracy of any
instructions, formulae and drug doses should be independently verified with primary
sources. The publisher shall not be liable for any loss, actions, claims, proceedings,
demand or costs or damages whatsoever or howsoever caused arising directly or indirectly
in connection with or arising out of the use of this material.




HZE-RE BACM 4= 2t HASREA7L MY WY 50 0jx& 2% | 81
Hz=-7& HAMM 4= 2t A S FEXIIL
May ¥y 430 0XE @
0| =%, X|g+
7195 Atolell A BASh= theet F70] @ ol o] HALEHE Fofl B9 24 vl Fa g A k=
APEE A Qlgolk okl A F7HA] Al 2 GA S -5 GA o] A A A A Gell g A= B2y ol o
2 FAIEC v A o2 ulF QA tho] 2 2] GEtT & At AR AR -5 A Aol o] kA fefo] U
St deloll sl AAA F719F dera 571 = drstal & 7hA] I olA Ao 24 a ol dish skt B A4
71 WS AEES Eo)a B IR At H o R P aES wlTha He wolH, A &
7] B2 o5 g o] Bt ol A n| A L E o] EHEYS Eola AR ANE A el AES L B
+ WHe Wohed, olddt F 7] WS v o2 AX QA {5 A BT At vhAE A=, Aol tigt
&g T M-S0l AMNERFEA ol dFS v Aoz /PSS AR om £ 2420 A ER-FA7EF ol 7l
A Zlofehes 7Hd& Al
WP E= iy SAFEL B2 719F FE A AL = 19471 A2 AAE ez e A, {53
A o] BRE zZpibo] Al 44 O] A ERFF A n] A= G Al lstal ®E 7 o] A A = At vpAeto 2 2 79
IS g e g o] 4, A7 A AARE =25k, Ao A A S A8 AASEAT
FHof: BHA 571, MY S|, MEH €Y HAAERFEA
L M2 (Schul, Pride and Little 1983), TA| 4 ngkof| A= %
Jxon GRA BAS AT SAI57] At
T ASA A AR Aol AxAAG BTt Fad fem R2EYTHMacnel
L E A o IA L HEFA] ﬂ@-%ﬂ](market -based 1980; Dwyer et al., 1987).
transaction)’ 2 HigtH = Zlo] HH A Q] A|Z}o]gl o A7 TAA w2t I AFES A F

L (Nevin 1995), 1980t PAmHA

FHF o] %
(relationship marketing) 7H'd©| 573 StHA <A A

1 $Krelational exchange)’©|2t= Aol FHHEY]
Al ZF3RtH(Arndt 1983; Dywer, Schurr, and Oh 1987).
S5 Q1 Aol A A BA L] B é% =0]7] 9]
o @i BSwels g aiso] Zagr

* At 7 G5t 2 W4, A X (hotaekyi@kmu.ac.kr)
o QPR Sl 7 o 3] A St K4, W A1 A Zk(sgji@hanbat.ac.kr)

7 e g AR A, A gAREE 7
A4S & (Anderson and Weitz 1989), Al=]
(Morgan and Hunt 1994), Z<;(Anderson and Weitz
1992), %71 A & (Ganesan 1994)3} 7+ 7|2 HA1 S
TS ARTALE Aole] HEAY 295
(attitudinal elements)©]] gt A0 o™, =4,
A A(Heide and John 1990; Joshi and Stump 1999; Kim



fot

82 | gEAT 21 1

2= SHSH A=
AA| 2 = Tho] Ql=t], 2002 Brocade Communications
Hewlett-Packard(HP)+= A Abofl Az 2] A

=
o}
FrA S o] % g ZEoFE AR Al g-et F2RALA
4
4

d

W27 ASHEA S A Lol A <] 7

A7l A T4 (Panasonic) 2} & H 3+2(Olympus)

7 Fuilet A2 S8 o) % T HA} BT} A%
488 AN AR S 4 A

e

ofll A AU -2

Eo AU HAE Elnte AMd ol &5k (Kim

=2
e
oli

et
re
S
ﬂllrl
rlo
ol
r
1)
my o
rlo
o2
ot
2
o
fo
ro
N
th &2 orr b

re
o
KL
i)
rlr
R
)
7 F.O,L
o
My
o,
)
o
i
g
R

1o
H—1
T
o
N
D
o
ox
ol
Bul
H1
)
r (o]
fo
r (o]
i

r
-
il
o
ot
)
ste)
o
e
-
2
2
30
ni
(o]
9,
M Rl B S

L o o
Lo
ofl mQ |

AA 7re] Pl Hall o+l 9l S ™ (Heide and
John 1990; Joshi and Stump 1999; Kim 1999; Gulati
and Sytch 2007), A= GA| 2t F-5 QAT A= A
o] A3 Zlo] gltt. 53] =i o] -5 Az AA et
FrEdAete] el tit AF A=
(2015)°] A2 Al 2Jstale 7 9] glof Heldt,

=i

s
fol
)

al

Q,
=
e.
=
o
Q
=
=)
1o
o
o
=
fu)
ol
ol
2
)
offt
N
r gl

—E— _::] 1=
Z(economic motive)Tt 2 F7] I (strategic
motivey 5ol el TA Ak, ol2le T 714
A& argos Fdol I3 294 8¢

=82}

=
24

Ir
=

A 5 T ED E
sk gelel gl 2 5 744
SFek(Kim 1999). 41 72 l-4
gatst] AT AAA 5718
571 BAeIAe] 4ol 7

AR B[R Y25 o

gl
1%
o
e

o o cf
N

o el
jatnd
Fge
R il
L o

i
o
5

7

)
o

=l

or
ot
oL
K
N i
L o o [ o

d X

d

)

N
>
N

T )
ro
offt
N
Rl
o,
Ll
-
ox,

1o
T
i)
jinel)
jins

=)
)
ﬂllﬂl
o}

LT

o oM ol o of o

o
N
N
or
o
A

ol
2,
%
oft
N,
ae)
oft
i
N
N
ol

Jo

w Mo
Y
e
ofo
Nt
N
iy
i
o
o

1o Mo T oh
ox,

o
M
fn)
fal
o
)

=
2o
o 4

N
iy
S

r_l
)
=
>
rlr
N,
2
e
2o
By
lo
fol
o
flo
o3l
Bloo%h o N @

H

oo
=
M of o

o L. & oo rjr 2
D %
‘_EO
e 12
T
o H
g 3
g N
SO A
AN
('D-'_‘
B
g =
xR A
X, o
L oY

(=)
o,

[2]&= QQlog AAERA, &

ARIE 52 &1 AUk AR FoFell4] Heide
and John(1990)2 71 2fiH]-&0] 25 A-85lo] FE2
Ar 3t B2+ A 4K Original Equip- ment Manufacturing:
OEM) A|Z=AA| 2}t Fa A Atolo] A o A W7
Sp | 918 9} A= ga e

FAYA7} € eIk ket

ol

NI

o]

o
N

o
e
>
BN
o

[
Ay
i
2
e

o Mo
il
R
=
oo =
o ofl

i
A
I
1o
ol
:{o
ol
s
A
i
o
1o

o
ol
o
k)
Kl
L
i
ol
X
b o
o o
fr o
M HJ‘O
X 4
= L,
3 B
= >
= X
ES

IN

o o o e
e
2,
o
AN
>
R
X
o}l
A
)
|o
f

o W
do
4o
i
g
ox,
ol
o,
N,
(o}

o
THAnderson and Narus 1991). 73
47399 Aoleks BEAA 7|4
AL5) kO (Varadarajan and cunningham
1995), otAE G FollA= HEWE v} Zo] A=
H]- 874 o] L(Heide and John 1990; Joshi and Stump

Y

‘l)‘ mln

0 2 1o
I
:?L_"
o, i

ot of HU o ml do oot
e

2 1%

o =
o)
rr

- =



of

H

N2

LT

=

7]

LT

=3
iT

Marsden 1978; Heide and John 1990). A|

A

Al

oF Al

F

h i)

S BAM
oA o] <ol &

3|
]

|
o A519] HU(Gulati and Sytch

Hed 7

Z]
™
]_

o
i

EES

3]
571 9

<]

_]

A
<]

=3
=

A HFA =] 7] ufj 70| th(Astley and Fombrun 1983).

1999)
2007)7}
=

o] fobx) 3 9lrt.

1A

L
by
Bl

7t A= A9

=
BS

3l

Aol

=
jLs

=
=

2~
T

=E8

1TH(Helper 1988).

SEEA A}

<}

A2 ©]f

H
= Zox d#A QtkGulati and Sytch

T
=

5}11(Uzzi 1997), 57 5oLt

=]

A T 71 ArelellA =
[e]

714

wo]

i Al sk u o] 7] 85

5

==

[¢)

[e)
A=

B

CHDay 1994; Fites 1996; Yi, Dubinsky
k2|

1<t

A

i

o

)

A
and Lim 2013). 55 QA LA ol A = 7 2
AzA

o]
o

202 AxAeNA 4z 7o)

Z 4= tH(Kim 1999).

A
T

BI

i} 7 Al

9|

52 9

@_
=

o

ST,

O

g olu]

=

she A=

<]

=
=

ol FHOL ke

1=

&

I

2. X

e
ol
oy
e

N

71

QtcH(Gulati and

ojn]

Sytch 2007). Wk AZ QA 2 -$E A ALol o] E

A(joint action)

T

Er

Ui

d

A

k3|
=

Aol A ¢)

tE

at
I} o ]84 7H(Dyer 1996)S & &

]
Th(Pilling and Zhang 1992). 4 71¢ 7

=
=

°

1
o

-

o

bel

1

SH | &

o)
7

7=

A
2]

o

and

Galaskiewicz,

Laumann,

<1
(Guetzkow 1966;



84 | gE0iT 21d 1z

o, ZZ A (Burt 1989), A]42] Q7178 7 (Han,
Wilson and Dant 1993; Kalwani and Narayandas
1995)0] §IF. o1 ¥ 719 7F Welo] AL 4 Gl
ojofof disiA= Hlw A FetstA LA glou,
719 7 BRE o] ARER, Hl8 A, A=
< 92 3{h(Bradley 1995;
Frazier, Spekman, and O’Neal 1988). o2& £ 7]
A Fhsh= 717 B e A HEU 9} A
ot 4~ QlE 7| 3]H]-go] ARE]Y] ufFof(Wernerfelt
and Balakrishnan 1986; Sheth and Parvatiyar 1995),
Aol 74 2 olola AH R4S 2 AR
a7 Uk 1A o] gt oA ddol IF
= A= 891=0l Hsl 85k A= e 5
ashrha 2 % gk

o,
ol
1o

)

olt
)
o

AT RY= AASHE <TH 1> 2o A= GA
oF FEdA ] BANA AzGA ] ANEFFA
o 9F= mA= 8o ® A S| B =AAE
CHAD, HEdA L] v A-FHE3), Az AA

& Al tiet A=A (7HEs)ye AAstaler,

AzxPA ] AHEGERTF Z7tetH G5 GA 0}

Retailer's Hi+)
Brand Equity .

ot Zolehs AT A
9] ANEGEA GeFL 017

ol
ol
lo, 1o E 2 g
2 jo & 4
2 do FN
o, [ ol 12
0 =
e olN
N
ol
oL

Jm ok

> & 2o orr oo 19

o\

7K Rolehs 7M1 E AT,

2.718 8%

HYHE 2pphe T2 AH|ZR oA A5 o] £
O w, AH|2L| SJAA A o] P mIFIThAL e A
QJth(Swait, Erdem, Louviere, and Dubelaar 1993).
Rao and Ruekert(1994)= T 7] 4o] Al FE 53l A
22 AAEE Al EAPE o AFE olF=
o EY HHE o] FZ o] Al FE Hrtot=d Fagt
Q47F Hohal 53T ol & 719 TF Aol A
8ol HH, -5 447 oj® B 2p4he 7EA| 1
U Az GA 2 Afst=tf = Zo] T F-5 A
A FgF AFe F4s 280 & 4 1, K
2 AZAA7}E olH BRE 2p4HS 7HR 2 Qe
& AA 2} Ak =1F 5F

ol F2& Wriokedl Tat 247t E 4 9l

rr
s,
rlo
:clug
ofl
N
EN
A/
=
M do

Ha+) Manufacturer’s

Brand Equity

A4

Retailer’s

H3(+) ¥ H7(+) H8(+) H4(+)
Retailer's Manufacturer’s Joint Acti Manufacturer’s
Marketing Capability Specific Investment ) oin fon Specific Investment Marketing Capability

Manufacturer’s H5(+)
Dependence

Ho(+) Retailer's
Dependence



=1, Anderson and Weitz(1992)2] AofA= &
A2 del et 34 T A Al AA o o
294 PF2 B E1dY Atolol A sl FrE

&l &E dFo BT APt g
0] 2 4= Qokal FAHATE E3F Ganesan (1994)2 &

A= WL BT gl QA At
o

Al

o ol
rel
)
N

N rlo

PHa1 S5 A BAE Aol Eow Az
Ao A 45 LA et ARSG5%
 Sofd Aol

PHd2) Az QAL BAE Aol 0wl 54
Ao o Az A ek AR S5

L Lol o]k,

2.2 OtA|™ Aol Hell dthyel HHERF
Xtol o)X= F

71990] AU 31 9l A Aarol, s 714je]
B8 ARAA, 7144Y TS AT 20
Uzo] gho] 2 85k Bl B 0 7 (o] T,
AR, GAE 2012), AFOI A2 Fof 712
M2 ke Bo Ag5e

=
Zolygo] npAgu A
=

JFL LA g A ol

)

—\T_‘_J
Mo o g H

[e]
(Krasnikov and Jayachandran 2008), 2F4 57
HolA =2 vHAlY dFE Bkl e E
Aot AL A HET HE BYoHe o

AL, ol

T

o

=

A

o H
ozl
)
>

L e o
lo

__)IJ_L‘
1o
N
=
o
e
Y

ok
ol
30,

o
offt
e
__)&‘
, ol
ftlo
KT

&ll

ofl

2

e ©
lo 18
¢

=)

N

N

=

ox, F_?L

o Hir N
2, 1o %
4
30,
N,
=)
gl
=2
£
fo
it
=)
30,

o
A

do 2

__>|4_|1
e jins [UlO
o
N
LK
oo ol BN

i g

o rlo
2L oft
ftlo
s

£
©
=

to 4o 12 of do
o

i
oy
ol
i)
=
in)
&
Mo
>
10
o
ol
HL
&

P
z
8
]

FN

AA

Lﬂ

Ao

offl
r

)
Hr &=
il
M 1
D = VR 1 T3

and Steenkamp 2007). TH=HA] A
£ opAd ool 2 Ag uf
S Aelel, H71He| 1 A4
FAAA 2 A S GEAE o s

(Heide and John 1990)2 = 4= Q1.

N (1 Ye)

-4
&L Jo
olr
el
N

|t

Lot
©

o
ox
e

o

[7HE3] 5 AA S vHAI" dFo] o Az
A9l g -5 DAt AN EFFA
€ =0l Aot

[7Hd4] A=A O] vHAR GFo] oW
Ao sig A= GA o St A=
£ =°ld Aol

%54
o =
ar T

7

2.3 2|E’0| 72 EFFX0 O|X|= B

oA E AR2A olEolst ‘A7 7RISl A E
= BoAl A5 ©ff, B7} o] & IAoh= A2 4
ol= 4= Ql=d|(Emerson 1962), WA &8 WA F
An]-gof| A T E th(Morgan and Hunt 1994). w2t
Al ol gk TR oA o]/ olzt ZpAte| A AlFoh=
2HAEo] A oAl v A= &8l ofs] 24
Hrohal & 4= 1o} Anderson and Narus(1990)2] ¢4
2 AHERA | BAG o=
stal, {AE 54



86 | RE@T 218 1=

, Heide and
John(1990)9] Aol A= AHNEFFAZE =t x| H

Aol tit Al 7HsAd o] ol A ejE4do] =
opdvk F45ta 9ick,

B Ao AL &7 ANEFFA
Frs] gk Ate] Agoz AzYAsh
A Aol o] HAE 1 ek, Selitete] A
A2t fF A= v
I IR e

= g2t geletE gEgol

[e]
© o
O 2 ofm
o N 2

-1
EN
il
1R
R

1o

AR ——

r
VRN
QL
rr
fink
%0,

9
N
&

& A
%0,

N,

=)

Ao

=

lo,

r

ox,

o

N
w2
Am

Jo

m

)

=2,

£

Ool

ol

o
>
i
o

[7125] Az AA Q] F-FAA O diet &4 0] =
o, g FEdAel dit AxAA
ARNERFAE 5old Aot

[7Hd6] -5 FA S Az QA ol et &40l =
o, sig AxdA e dit 5 AA
AAERFFAE so1e Aot

24 A EREX7L S0l o|x[= B

ANEFFA= EAY AQEAT dEESNS
o 7}x] 7} Gl R AU @A 5HA] E o] 2] = Apitol| o
ot B2 U =4 (Heide and John 1990), Al Z A A

oF -5 AA o] TAN QA s A o] FHFA

FAs 259 4 ol
71} 24 A ARl 9lo] HRpAre] et FAp

BAA 571 THAA, 719el 54 AN wEY
ot Ao A A EfA ol FAE St -5 7
A EYO] 72594 PForiyY HAFA|
(safeguarding mechanism)E Y= Z87} S7FsH
HIth(Desai and Srinivasan 1995). ©]2| 3 AF=}of| A
Heide and John(1990)2 “Ftwo] 7] 35014 5

= A A 4 Q= B F shvt Adse
=& 9= Aol FAFh

dutq oz AefGAol et AHERFFA= A
ol Aol thet d&olu EY-E BAShH= P52
2 78 4= Qleh(Williamson 1990). HF2] 57|
HollA & uf ARERFA = B AAANEC] oiT
A2} ghEokA] gt 4FA 0 AL5TAE 5ot
= 51 92 otA & B9t op et g5 0= A
AN FAREEAE DA F S+ Utk
Katz(1989)°l| Tr=2H SR 4t tigt F2t= 4%
7ro] BWAE 12 SH(lock-in)A 7] 1, 12FsHE A
AT FY A B o B2 o]& FEoH 1t

[7HE7] A2 GA A - AA N 3t ANE
27} EobAH, g -5 Aol Wt 3
FE2 57HE Aot
[7H8] #-&dA A A= AA At ARS/HF
7} EobAH, s A= AA At 4
Ar-E2 571 Aot

4
m 452N YL E

ogl



B ATe)A A4 RE W4EL 71E nh ol
U AR d7elA A8 2R goR
2 Q0] B 2]of 9| skl Ag gk
A BAE AL Sg BASA AU G
A Ao AFY HAEE F7HA 33
Hog suae] FHAEL AAUGES FHFE
%

of He= 24k (1) AlFoll thet 4] 22 9141, (2)
5 AA) Holoj 5 o] AAAIE o, (3) AlEel o
St ARz EY 50 2 =25 th(Kim, McFarland,
Kwon, Son and Griffith 2011).

FEdA BERE 2pEe A9 <55](2006)
o] A7-E vt ez (1) AlE3 AH| 2o Higt 28]

oA ke =RHoR sARA LS S35

© 2 A 9Jstal(Vorhies and
Morgan 2005), A1 ZAA B -5 A O] AL A=
2 71& mU Aol AREE =3 (1) HAIR/D
PAHE wsm 28 (2) A" S, (3) 7HE
A, (4) RUHY o5 S5l o9, &
Y, A2 2012).

A2 DA L G5 A ] ]2 Ganesan (1994)
O AFE L2, (1) thAl AAS 27 o3&
A&, (2) ARl gle B, 3) AEd Al 4
2 & e o= S5k

7 E-FFEAE= Collins and Burt(2006)2] 1]
A ARERE =3 5 (1) A e 8 FE -85t
7] 9IRt =9, 2) 81 XAE FFHA7|7] S B4,
(3) T AA L}t A A FARet S0l 2l
A He Ak To=2 S5

34 5l= A&’ 2 Heide and John(1990)2] &1Lof A
AR A B A X AA 2} -5 FA o] TA A T
A 5 Q= YO TRl BA A4ste] (1) 471
AL = flol 7140 nEE A= AE, 7
jup QoS53 TS AR E SRk B, (3)
TEAE N 2 AAE Al B714Q0 nE& 4
+ AE o= SHSIATHETT, 4718 2004)

2 2 o oo oo
- o B i o T
% o_>|: ol N, tu I
= Jo g 2 BN
>
ofo
it
A
ox
Mo
o2
filo
r
re
.y
2
=)

N

s

ox
[e]

| _‘{N‘
ox,
_O|L
32
£

-0
i o o
i,
AN
2
o
=)
L
<
)
o
i
olo
ol
o
%0,
rr
(@)}
N

R

2 Aol SH =AY A= gl
A5}7] 215} Cronbach’s alpha test2} 2H14
A (confirmatory factor analysis)= 4] J5FF T}
4 B4 5 7 Bt BA O A
J-2- 1123t Cronbach’s alpha A<=l 2|3t
ARSI, BE HgollA] 0.70]/4¢2
™, wehA] & ARG oA A

S deral ¥

e o
L

o
to o

10

ill
lo

= > oo
ko > oox Y HoFr fr

B T o)

T
I
o =

ox X2
it oo

ftlo

Mo
oSl
il
Flo
)

Wl
1o

¢

+ &
%9,
32
(o)

(Churchill 1979).



88 | g9t 214 1=

<E1>3HIIY S

A O %L'-I'Zl- M

E
o (=] = O
& Bl % T2 e %
~20A Lh
1~20 69 35.6 A 42} 141 72.7
21~40% 22 11.3 o1z 53 273
oj2 41~60 16 8.2 20CH 26 13.4
e 61~80%] 4 2.1 o1 30cH 88 45.4
81~1002 18 9.3 -c 40ty 56 28.9
1019} 0|4 65 33.5 socH 24 12.4
1~5'd 91 46.5 gz 68 35.1
742l 6~10\ 76 39.2 S 21 10.8
e
S 11~15 16 8.2 oo o el 53 27.3
J|7+ 16~201 8 4.1 =T AHARZ] 18 9.3
214 O A 3 1.5 THOR 2] 2 11.3
ARz 44 27 7|Et 12 6.2
NS 12 6.2 Atz 49 25.3
AHSIR IT
J2ES 42 21.6 che| 38 19.6
o2 11 5.7
A= I= >0 43 222
g IH M 245} 21 10.8 =
242 18 9.3
Ak 26 13.4
_ _ 22t 30 15.5
2shrnzgD 11 5.7 e
J|E} 27 13.9 Q12J/CEO 16 8.2
ol=2] HAFEE 4 TEEF S £45H7] 9 A2 AAISHATE A [ = <E
of LA A B0 AFEEE= AMOS 18.0 2271 AAoFth YRtE o B 7}st
-2 ol-8-5to] FelA Q742 AR5k 24l ShA= Aol A ARt O] Wkt AfA
A Q134 A= <3 2> W83 A o] dAlst=A1E =l AiA 4
A x’=459.03, df=3412 x*/df=1.35¢1 Aoz 3} ¥gfo] dA|eh= LRt A aql
e on, g Atk Z|4¢ RMSEA=0.04, H2EG ol = 2 = St
CFI=0.97, IF1=0.97, TLI=0.96= 82 o 2 Agtr upz]ato g2 ghHElEA]-S H5517] Ylal4] Fornell
7t Fostthe A2 & 4= QItk(Kline 1998). =9+ % and Larker(1981)7F Al A9t B EASE5S AL

HEAFEZHAVE)C] E HEo A 0.50 o] H

A = (CR)F 0.70 OJAFC 2 et Q)
AFErGAe] FHRET gs & & Ut
(Fornell and Larcker 1981). HSEFE/do] 4S54 &
=°l thsll HH 2 el (nomological validity)¥} =
HEG A& Frbstat A4 |45 7He] A0

2ofr R
==
AN
jgll,
ko
o
=
o
_%;L
o
Y
M
2
1o
e
o
il
M,
R
il

el

&0

S| A= AVEZ}

AFollM = =
Hop 2 Ao
HepgAdo] g E vl



<H 2> 301 Q012 A At
item variable st. estimate S.E. C.R. p-value AVE CR Cronbach’s
alpha
JA 01 | 0.73 - ] -
-
JA 02 | Jom 0.80 0.1 10.87 0.00 0.64 0.84 0.84
action
JA 03 | 0.87 0.12 11.76 0.00
MB 01 |« 0.70 - - -
MB 02 | | mManufacturer 0.83 0.13 9.50 0.00 0.55 0.81 0.77
brand equity
MB 03 | 0.68 0.1 8.30 0.00
MC_02 | manufacturer 0.66 - - -
MC 03 |« | marketing 0.86 0.15 9.70 0.00 0.62 0.83 0.82
MC 04 || capability 0.83 0.13 9.51 0.00
MD 01 | 0.75 - - ]
f
MD 02 || Manulacturer 0.82 0.10 11.22 0.00 0.63 0.83 0.83
dependence
MD 03 |« 0.80 0.10 10.88 0.00
MTSA 01 |« 0.79 - - -
factu
MTSA 02 | — manl;salz rer 0.76 0.09 10.40 0.00 0.60 0.82 0.83
MTSA 03 |« 0.77 0.10 10.54 0.00
RB 01 |« 0.77 - - -
RB 02 | il 0.79 0.10 10.83 0.00
- retatler 0.60 0.84 0.83
RB 03 |« | brandequity 0.75 0.09 10.22 0.00
RB 04 | 0.76 0.10 10.47 0.00
RC 01 |« 0.82 - - -
RC 02 |« retailer 0.81 0.08 12.69 0.00
- marketing 0.67 0.89 0.89
RC 03 | " 0.82 0.076 13.07 0.00
- capability
RC 04 |« 0.83 0.08 13.29 0.00
RD 01 |« 0.81 - - -
tail
RD 02 |« retaer 0.78 0.08 11.69 0.00 0.65 0.88 0.85
dependence
RD 03 |« 0.82 0.08 1234 0.00
RTSA 01 |« 0.85 - - -
tail
RTSA 02 | — “’TZ‘AGI 0.84 0.07 14.63 0.00 0.73 0.88 0.89
RTSA 03 | 0.88 0.07 15.73 0.00
Model Fit: x2:459.03, df=341, xz/df=l.35, RMSEA=0.04, CFI=0.97, IF1=0.97, TLI=0.96
4. 74 A= TEEA 2y o] HgA] Autr oz = A4
F f=z=ol2kal TWHE th(Bagozzi and Yi 1988).

I} x*=651.96, df=362, x°/df=1.80, RMSEA
=0.06, CFI=0.91, IF1=0.93, TLI=0.90& Z}= 1§ 0]
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Construct M st.d 1 2 3 4 5 6 7 8 9
1. Brand Equity 3.37 | 0.67 1
Manu- 2. Marketing Capabilities 353 | 063 | 547 | 1
facturer 3. Dependence 358 | 074 | 237 | 207 | 1
4. Specific Investment 353 | 0.68 | 437|377 | 517 1
5. Brand Equity 3.64 | 059 | 507 | 567 | 357 | 387 | 1
) 6. Marketing Capabilities 3.56 | 0.66 | 477 | 50" | 477 | 697 | 557 | 1
Retailer - - - - o P
7. Dependence 3.51 0.70 | .39 .38 .69 45 .39 47 1
8. Specific Investment 324 | 075 | 577 | 487 | 217 | 327 | 50T | 47T | 477 1
9. Joint Action 336 | 0.65 | 617 | 567 | 227 | 457 | 487 | 507 | 38T | 727 | 1
% p<0.01
<H 4> 7P A Ay}
Hypothesis st. estimate S.E. C.R. Results
Retailer’s Brand Equity —
HI1(+ . -0.11 0.09 -1.30 Not S rted
® Manufacturer’s Specific Investment ot Supporte
Manufacturer’s Brand Equity — -
+ . . .
H2(1) Retailer’s Specific Investment 0.53 0.13 4.84 Supported
Retailer’s Marketing Capabilities — -
H3(+ . .1 .
3 Manufacturer’s Specific Investment 0.76 0.10 735 Supported
Manufacturer’s Marketing Capabilities «
H4(+ 1 .14 1.71 rt
) — Retailer’s Specific Investment 0.17 0 7 Supported
Manufacturer’s Dependence — -
H5(+ . 0.23 0.0 3.21 rted
) Manufacturer’s Specific Investment 7 Supporte
Retailer’s Dependence — -
+ . . .
H6() Retailer’s Specific Investment 0.19 0.07 2.64 Supported
Manuf: ’ ific Investment — -
H7(+) anufacturer’s Specific Investmen 0.23 0.05 3.83 Supported
Joint Action
Retailer’s Specific Investment — -
H8(+ .82 . 1
8(+) Joint Action 0.8 0.06 9.15 Supported
Model Fit: x*=651.96, df=362, x*/df=1.80, RMSEA=0.06, CFI=0.91, IF[=0.93, TLI=0.90
#%p<0.05, *p<0.1
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<B 5> UL E0| ZAHS0) Ch3 2 HE}
Path st. estimate S.E. C.R.
retailer’s brand equity 0.02 0.07 0.23
retailer’s marketing capabilities -0.17 0.11 -1.24
manufacturer’s dependence Joint 0.04 0.11 0.26
retailer’s dependence Action -0.19 0.11 -1.31
manufacturer’s brand equity 0.16 0.10 1.52
manufacturer’s marketing capabilities 0.22" 0.10 2.29
Model Fit: x*=634.61, df=356, x*/df=1.78, RMSEA=0.06, CFI=0.92, IFI=0.92, TLI=0.90
*%5p<0.05
ol iR AHANE BASHT B ATl Al HEREAE FYSES Rolk Ao vehynt
AT QTP W E T W(nested model)o]7] WE (HE7), )R A2 A HAE AAH7HE2), A
o AFRFH PR 2 Hlwshy] flsh 2ol A5 =AAY] vHA" A4, 13 FEEA
= &St th(Netemeyer, Boles, McKee, and ST AlxGAol tiet EH(7HE6)2 5 A2
McMurrian 1997). 5323 AxO=17352 2 A shd AZGA] 3t ANSGEAES 5208 4 9

T-o] o] vl el Bl g o] Y ALt o] w2
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Determinants of Strategic Joint Action
Between Manufacturer and Retailer

: The Role of Mutual Specific Investment

Ho-Taek Yi*, Seong Goo Ji**

ABSTRACT

There has been a surge of interests in relationship marketing in the field of marketing channel research.
Previous research mainly focuses on attitudinal elements of relational exchanges in channel of distribution,
including continuity, trust, commitment, and long-term orientation. Unlike such attitudinal elements of
relational exchange, behavioral elements of relational exchange such as ‘joint action,” as the degree of dyadic
cooperation and coordination across a wide array of organizational activities, such as design, cost control, and
quality improvement, between manufacturer and retailer remain tenuous. Yet, almost every account of relational
exchange in practice highlights firms working together to enhance their competitive advantage. For instance,
Panasonic was able to enhance its market share by R&D alliance, a sort of joint action, with Olympus in
mirror-less camera industry. Despite the importance of attitudinal constructs of relational exchange, attitudinal
elements alone cannot account for the whole domain of relational exchange because successful relational
exchange involves both an attitudinal and behavioral elements.

So far, though firms have been known to work together out of multiple motives, researchers mainly reported
the determinants of joint action drawing from transaction cost theory, economizing motive of joint action. In
this research, the authors begin with a discussion of two different perspectives on strategic joint action, the
economizing motive of transaction cost analysis and the strategizing motive of competitive strategy reasoning.
As we mentioned above, economizing motive of transaction cost analysis is joint action in manufacturer and
retailer relationships can occur to minimize transaction cost and maximize efficiency. The term ‘transaction
cost’ is defined as the cost of governing a system. Transaction cost perspective suggests three major forces that
incur transaction cost: asset specificity, uncertainty and frequency of transaction. Strategizing motive of
competitive strategy reasoning is joint action in inter-firm relationship can occur to serve customer needs better
and gain stronger competitive advantage. Several studies examining close vertical linkages from a competitive

strategy perspective have been reported in the management literature, but little study in the distribution

* Assistant Professor of Marketing, Department of Business Administration, Keimyung University, 1st Author
** Associate Professor, Department of Business Administration & Accounting, Hanbat National University, Corresponding Author



channels literature has examined joint action from a competitive strategy perspective. In this perspective,
environmental uncertainty must be managed through a cooperative response from inter-dependent organizations
because uncertainty stems from other organizations that act as stake-holders to a distributor. Based on two

different views, the authors proposes conceptual research model as follows.

<Figure 1> Conceptual Framework

Retailer’s 10+ Hake) Manufacturer’s
Brand Equity Brand Equity

A

H3(+) . H7(+) H8(+) ¥ H4(+)
Retailer's Manufacturer’s Joint Acti Retailer’s Manufacturer’s
Marketing Capability Specific Investment oint Action Specific Investment Marketing Capability

F § [ Y
Manufacturer's H(h) He(+) Retailer’s
Dependence Dependence

As shown in Figure 1, retailer’s brand equity and marketing capabilities, and manufacturer’s dependence are

proposed to have positive influence on manufacturer’s specific investment. On the other side, the authors
hypothesize manufacturer’s brand equity and marketing capability and retailer’s dependence have positive
influence on retailer’s specific investment as well. Joint action, in turn, would be related to higher levels of
manufacturer’s specific investment and retailer’s specific investment. High levels of specific investment have
been shown to increase the level of joint action in the dyad relationship because the pledge of firm’s
commitment through specialized investment alters the firm’s own incentive structure such that engaging in
cooperative behavior and doing extra work for the partner is congruent with the self-interest of the itself.

To test the proposed research model and hypotheses, data were collected from 194 manufacturers which
supply their own products to mass merchandise retailers such as a department store or discount store. All the
measurement scales in this study come from existing literature with adaptation to fit the purpose of this study.
We investigate the reliability, content validity, convergent validity, and discriminant validity of the proposed
instrument by analyzing data. Overall, the results indicated good psychometric properities, and the
measurement model revealed and acceptable fit of the model( x >=459.03, df=341, x %/df=1.35, RMSEA=0.06,
IF1=0.97, TLI=0.96, CF1=0.97). Composite reliability, or AVE among the set of indicators that measured and
underlying construct, are greater than the recommended threshold value of 0.7 for CR and 0.5 for AVE. Thus,
the model provides a good fit to the data as <Table 1>.

Using structural equation model, the author checked the proposed model fit and hypotheses. All of model fit
index are acceptable( x *=651.96, df=362, x */df=1.80, RMSEA=0.06, IFI=0.92, TLI=0.90 CFI=0.91). The
findings from survey data on manufacturer and retailer relationships suggest that an increase levels of strategic
joint action with manufacturer and retailer results in an increase in its specific investment, resulting in <Table

2>,
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<Table 1> Results of Confirmatory Factor Analysis

item variable st. estimate S.E. CR. p-value AVE CR Cronbach’s
alpha
JA 01 | 0.73 - ] -
joint
JA 02 | ) 0.80 0.11 10.87 0.00 0.64 0.84 0.84
- action
JA 03 | 0.87 0.12 11.76 0.00
MB 01 |« 0.70 - - -
MB 02 | | manufacturer 0.83 0.13 9.50 0.00 0.55 0.81 0.77
- brand equity
MB 03 | 0.68 0.11 8.30 0.00
MC_02 | < | manufacturer 0.66 - - -
MC 03 |« | marketing 0.86 0.15 9.70 0.00 0.62 0.83 0.82
MC 04 | | capability 0.83 0.13 9.51 0.00
MD 01 | 0.75 - - -
MD 02 | | manufacturer 0.82 0.10 11.22 0.00 0.63 0.83 0.83
- dependence
MD 03 | 0.80 0.10 10.88 0.00
MTSA 01 |« 0.79 - - -
MTSA 02 | — mam;fsa‘?“rer 0.76 0.09 10.40 0.00 0.60 0.82 0.83
MTSA 03 |« 0.77 0.10 10.54 0.00
RB 01 | 0.77 - - -
RB 02 | i 0.79 0.10 10.83 0.00
- retailer 0.60 0.84 0.83
RB 03 |« | brandequity 0.75 0.09 10.22 0.00
RB 04 |« 0.76 0.10 10.47 0.00
RC 01 |« 0.82 ] - -
RC 02 |« retailer 0.81 0.08 12.69 0.00
marketing 0.67 0.89 0.89
RC 03 |« i 0.82 0.076 | 13.07 0.00
- capability
RC 04 | 0.83 0.08 13.29 0.00
RD 01 |« . 0.81 ] - ]
RD 02 |« retailer 0.78 0.08 11.69 0.00 0.65 0.88 0.85
- dependence
RD 03 | 0.82 0.08 12.34 0.00
RTSA 01 |« . 0.85 - - -
RTSA 02 | — r?gﬂ:r 0.84 0.07 14.63 0.00 0.73 0.88 0.89
RTSA 03 |« 0.88 0.07 15.73 0.00

Model Fit: x’=459.03, df=341, x*/df=1.35, RMSEA=0.04, CFI=0.97, IFI=0.97, TLI=0.96

The results also indicate that retailer’s marketing capabilities and manufacturer dependence have positive
effect on the level of manufacturer’s specific investment, and manufacturer’s brand equity and marketing
capabilities, and retailer dependence have also positive effect on the retailer’s specific investment.

These findings have clear implications for maintaining strategic joint action in manufacturer and retailer
relationship and indicate that specific investment is a valuable asset for doing business. By the way, from big

retailer’s perspective, what specific investment should be added for its supplier, manufacturer? In this research,



RZ-QE BAOIM 43 2tol HASKLEAT HYH He +70 0K ¥

| 101

00t

<Table 2> Results of SEM for Tests of Hypotheses

Hypothesis st. estimate S.E. C.R. Results
HI(H) Manlljfe;:tillliz;s’ sBSrEESiEg lllli:\}fle;ment 011 0.09 -1:30 Not Supported
s R R
e | 070 | 00 | 715 | s
H4(+) Maiulffg;rlzz I;/Laerzeéicnﬁl Sjﬁi’;ﬁtﬁ“ 0.17" 0.14 171 Supported
R e I e
H7(H) Manufacturerj’(s) iilt)eAccig;nvestment — 023" 0.05 383 Supported
HS(+) Retailer’s ?g;ct ii‘; ::)f“mem - 0.82" 0.06 9.15 Supported

Model Fit: x*=651.96, df=362, x*/df=1.80, RMSEA=0.06, CFI=0.91, IFI=0.92, TLI=0.90
**p<0.05, *p<0.1

the authors answer that retailer should invest its specific asset for manufacturer’s brand equity and marketing

capability.

Keywords : economic motive, strategic motive, strategic joint action, transaction specific investment








